(n=15, 75%). There was incongruence between what they like to wear and what they usually wear. The reason for this includes uncomfortableness of what they like to wear and no chance to wear what they like. The combination of a t-shirt and pants was the most favorable choice of apparel style for respondents (n=11, 55%). Respondents like to wear the combination of a t-shirt and a skirt or two-piece suit, but they usually wear t-shirt and pants. It turned out that both bright color and dark color can be similarly preferred. Some respondents like a different color combination for the top and the bottom. Most of the respondents do not care about the functional characteristics of fabric (n=9, 45%), but interestingly, the functionality was the most important thing when they select apparel (n=9, 45%). Cotton is the preferred fabric for respondents. Second, regarding apparel designs that bother the daily activities of individuals with visual impairments, length of the sleeve and tight materials seem to bother them the most for top design (n=10, 50%). For the bottom design, pants' length and the tightness bother them the most (n=14, 70%) and they do not prefer skirts. Additionally, they mention that the need of pockets is of great importance during the open-ended questions regarding the important detail needs of clothing. Also, color matching with bottoms and shirts was the challenge for many of them.
Third, regarding the shopping needs and obstacles, readability of tags and color recognition of apparel were the biggest obstacles. Also, the care instruction was found as an important component of apparel shopping as they look for apparel with easy care (e.g., easy to wash and wrinkle free products). Most of them said discount stores (e.g. Wal-Mart, Target) as their preferred shopping locations (n=16, 80%). They preferred to go to brick-and-mortar stores. Conclusion and Implications: This study was an exploratory research to understand the needs of apparel design and shopping for consumers with visual impairments. As found in this study, visually-impaired consumers have special needs of apparel design, such as more pockets for tops and color matching. Also, they have special apparel shopping needs, such as easy to read tags and care instruction as well as color explanation. Thus, apparel designers and manufacturers need to consider these needs when designing products for visually-impaired consumers. Also, further research about actual apparel design and color matching is needed. References:
